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PP ¢Mllncteators of feminine 
3 id pulchritude invariably 
yy \ put patent leather opera 
pumps on their heroines 

to portray youthfulness, 
»0 line and good taste in dress. 


. . who enters a bathing beauty 

. est steps up before the judges in opera 

Alluring as her figure may be in 

“a bathing suit, each beauty knows that 

patent operas add a flattering touch not 
achieved by any other shoe. 


Shoe retailing would be excellent, every- 
one says, if “extra pair” sales could be 
restored. This season is primed for patent 


leather opera pump business. Exploit their 
eye appeal and you will find little sales 


resistance. 


ETON 








BOOT AND SHOE 


TWENTY-FIVE years ago, this 
month, A. C. McGowin, president of 
the National Shoe Retailers Asso- 
ciation, called a meeting of officially 
appointed members of each of the 
national associations of tanners, 
manufacturers, wholesalers and re- 
tailers—to discuss the economic con- 
sequences of the war which had 
started six weeks earlier. It was the 
first time in the history of the shoe 


and leather industry that all 
branches were represented in free 
and open discussion of the indus- 
trial situation. It was a distinct 
achievement for the retail branch to 
bring together all parts of the indus- 
try and it was largely due to the fact 
that Andy McGowin had a brand of 
leadership that was acknowledged 
by all the groups as “tops.” 

In the call to the meeting he 
stated the problem of the need for 
conserving raw materials and put- 
ting finished stock to the best usage; 


and gave as his reason “for in this 
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way the great American shoe cus- 
tomer can best be served.” As a 
presiding officer no one then or 
since has been his peer—because at 
the meeting, in orderly fashion, he 
asked each branch of the shoe and 
leather industry to outline the situ- 
ation presented by the European 
war, as it affected it specifically. 
Starting with the tanner the sev- 
eral divisions of (1) sole, (2) calf- 
skin upper and (3) kid were first 
considered, then followed the manu- 
facturing of (4) men’s shoes and 
(5) women’s shoes, the (6) whole- 
saling and finally the basic (7) re- 
tailing sections in order named. 
Conditions as to supply were frank- 





E. K. BARTLETT of Wetherby- 
Kayser Shoe Co., Los Angeles, 
Calif., sends us some HIsTORICAL 
NOTEs: 

“Year 1017—King Canute stills the 
waves. 

“Year 1939—President Roosevelt lays a 
Thanksgiving egg. 
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SEPTEMBER 16, 


1939 


“Year 1940—Shoe dealers  abvlish 


Winter.” 
7 o * 


HE ARRY E. FONTIUS of The Fon- 
tius Shoe Company, Denver, Colo- 
rado, and president of the National 
Shoe Retailers Association, tells us: 

“Wish to advise that we have 
been working toward a November, 
December, January and February 
season for the past couple of years; 








and it is only because manufac- 
turers have not been able to give 
us the proper styles for November 
delivery that we have not been in it 
strong before now. However, this 
coming November it would look as 
if we will be able to have on time 
the kind of shoes that we want for 
November selling, possibly in lieu 
of a sale at that time. It works out 
particularly well in a town like Den- 
ver, because our Fall season starts 
July Ist, giving us July, August, 
September and October for suede 
shoes, which is enough. 

“The old way of buying shoes 
for January Ist delivery, to last until 








May, was entirely wrong because 
today January and February require 
different kinds of shoes 
than March and April, and May 
and June is our white season. There- 
fore, if we can get more shoes in 
November and December it would 
be a lot hetter for us, as the styles 
continued through January and 
February.” 
LOUIS F. TUFFLY of Krupp & 
Tuffly, Inc., Houston, Texas, writes: 

“You are to be commended for 
at least giving the matter of creating 
a fourth season in the business, ser- 
ious thought. 

“That, of course, is a very worth- 
while movement, but because of cli- 
matic conditions I very much ques- 
tion if it would work in the South- 
west. We manage to keep our Fall 
season going pretty well up to 

i Day. Immediately 
thereafter, we try to clear out a good 
portion of our Fall shoes, and en- 
deavor to have Spring merchandise 
come into the house between De- 
cember 15 and 20. We have a very 
short Winter season, and a rather 
long Spring season; and because 
our Spring season starts so early, 
we must be prepared for it. 


ie? 
s/ 





“This does not mean that we 
necessarily sell a lot of white shoes 


immediately following Christmas, . 


because for the past year or two 
such has not been the case; but we 
do find a reasonable amount of in- 
terest in dark Spring shoes during 
January and February. 

“I don’t know what type of pro- 
motion, in the shoe field, could be 
set in motion that would bring about 
the season you speak of. It might 
be arranged if there could be a co- 
ordinated effort between the shoe 
industry, ready-to-wear, and milli- 
nery but because of the effort of 
the ready-to-wear, and particularly 
the millinery industry, to ‘jump the 
gun,’ so to speak, on seasons, we 
would find it very difficult to get in 


line.” 
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TO CLICK OR NOT 
Te CLICK 








displays, 

newspaper advertising, special 

promotions or what have you, 

Senate did + click ies 
J n't i} ‘sialie 

the effort and expense of your 
——- ee in vain. 

—The accurate "click" may depend 

on proper timing, or unusual tech- 





WARD MELVILLE, president of 
Melville Shoe Corporation, operator 
of the John Ward, Thom McAn and 
Frank Tod retail shoe stores, ih an 
unusual statement addressed to more 
than 2500 workers, emphasized the 
patriotic obligation of all business 
concerns and their employees to 
hold up the hands of their govern- 





he declared there can be no doubt 
that every American hopes and 
prays that our country can and will 
remain strictly neutral. In this con- 
nection, he pointed out that while 
most citizens unquestionably have 
decided opinions and convictions as 
to the “rights and wrongs” of what 
has happened and now is happen- 
ing in Europe, a too fine expression 
of these opinions and _ convic- 
tions by a large body of the 
population might conceivably un- 
do or nullify the efforts of the 
government to steer a _ neutral 
course. For this reason, Mr. Mel- 
ville urged the workers of his com- 
pany, and especially the personnel 
of its retail stores, to do their part 
in keeping the country neutral by 
avoiding war discussions wherever 
possible. 
TED HUGGINS of Huggins Shoe 
Company, Pasadena, Calif., says: 
“There seems to be little regard 
for our natural selling seasons, and 
if we all keep advancing these main 
natural seasons we will defeat the 
profit of business. The promotion 
based on natural wants to suit the 
needs of the consumer in different 
parts of our country, climates con- 
sidered, should be our first thought. 


SPRING — SUMMER — 
Z AUTUMN — 








Our idea is that the present factory 
set up is all wrong in relation to the 
human needs. For example, our 
May Guild showing of Fall shoes 
kills the white season in a factory. 

“Our white season is an example 
of our errors. Here in California 
it has been almost pushed out of its 
natural place on the calendar to a 
point where it’s laughable, and the 
consumer is buying white shoes al- 
most at his own price. Most people 
buy when they need things, and not 
just to make a purchase. 

“We are defeating all the natural 
reasons for wanting specific types 
and it would be wonderful if our 
year could be broken up into more 
natural seasons—again, climate and 
human needs considered. 

“I think if more consideration is 
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paid to our needs, and the consum- 
er’s needs, and not so much to this 
everlasting promotion we'll all get 
well, and the mystery of the problem 
of apparel merchandising would be 


less to all of us who are in it.” 


of Box Wraps, Inc., 19 South Third 
Street, St. Louis. He has been in 


all our Laird Schober shoes to- 
gether on our second floor and 
made an exclusive section there. 
Plans have been formulated to fur- 
ther this appreciation of truly fine 
shoes through an extensive promo- 
tional program. The concentration 
of an exceptional group of shoe 
fitters who understand and appre- 
ciate shoes of this character will do 
much in ing public ap- 
probation for fine shoemaking. The 
street floor merchandise in our 
Seventh Street Los Angeles store 
is now keyed to the patrons who 
like high styles in the more popu- 
lar prices from $6.95 to $10.75, the 
former price being a new price 
set-up with us, this Fall. An ex- 
traordinary business in the better 
grades of children’s shoes in the 
Wilshire and Pasadena stores was 
experienced in late July and Au- 
gust, long before the children’s 
business usually shows signs of vol- 
ume. All signs point to a satisfac- 
tory Fall operation in all of our 
stores.” 
GORDON EVANS of Lewis & 
Reilly, Inc., Scranton, Pa., writes: 
“In our section of the country, 
the selling seasons in the latter part 
of the year divide themselves almost 
as distinctly as do those in the early 
part of the year. Suede shoes are 
salable in August, September, Oc- 
tober and sometimes into November, 
depending on the arrival of the first 


snowfall. When rubber footwear be- 
comes necessary, suede shoes disap- 


pear. 

“For several years past we have 
bought shoes with the idea that they 
would brighten up our stock for 
holiday selling and, of course, we 
have specified materials other than 
suedes. Manufacturers seem to be 
falling in line with such system, as 
their salesmen are making additional 
trips to pick up later shoes. This is. 
particularly noticeable this year. 

“We believe that your idea is a 
good one and will be glad to see it 
definitely made a part of the plan- 
ning in the industry.” 





JOSEPH SPEKTOR of the Child- 
Forme Shoe Company, Brooklyn, 
N. Y., sends us a clipping from the 
Christian Science Monitor, which 
fits into this department very nicely : 


HER BELIEF 


Shoe Dealer: “She is a woman 
who has gone through a great deal 
for her belief.” 

Friend: “Indeed? 
belief?” 

Dealer: “She believes she can 
wear a No. 5 shoe on a No. 7 foot.” 

Long Beach Sun. 


What is her 


The Ajax Store increased its sale of children's shoes 75°%/, since employing 
@ special assistant. 





How Important is This Paris-Bred Fashion in 
is the Connection Be- 





SLIM waist and trim instep, shapeliness from head to 
foot—so runs the new silhouette. The shoe people 
started the vogue for molded, fitted lines long before 
the corset and dress designers. Several seasons ago they 
realized that the new feminine trend found natural ex- 
pression in the glove-fitting shoe. So they worked and 
experimented, making shoes with lacings, with goring 
adjustments, with elasticized leathers and fabrics. To- 
day, the step-in, low-cut and snug-fitting, or high-cut 
and instep-hugging, is the most popular pattern on the 
market. 

There is a definite connection between the two—the 
sleek fitted corset and the sleek molded shoe. “Func- 
tional” sport clothes have taught women to like pur- 
pose in the design of everything they wear. The active, 
style-minded modern woman needs shoes that support 
and flatter the foot. Shoes that are easy to slip on and 
off. And so the sleek molded step-in is born. She wants 
to look—and feel—womanly, to wear clothes that en- 
hance her feminine charms. And so the snug wasp- 
waisted corset returns to the scene. Mainbocher de- 
signed it, and all the leading Paris couturiers showed 
some version of the corseted silhouette in the recent 
openings. There are as many different skirt silhouettes 
as there are great designers, but every one shows the 
new tiny waist line. Whatever you may think about the 
average American woman’s acceptance of the type of 


corset, you will have to accept this corset as the newest 
and strongest influence in the season's silhouettes. And 
having accepted it, you should play it for all it is worth 
while it is still front-page news. Whether or not your 
customer wears such a corset, her dresses are going to 
fit snugly at the waist and she is going to show more 
curves than she has done in many a year. 


Top—Left to right. Graceful step-in of black suede 
and patent, a successful Vitality pattern; Selby (Arch 
Preserver) has repeated this shoe using kid (with 
wide inserts of goring) for the “fourth” or Winter 
season leather; new oxford in suede and reptile from 
Brown (Air Step). 
Bottom. Glove-fitting step-in of elasticized suede with 
open toe for dressy wear, repeated from the first run. 
Bancroft Walker (Foot Delight). 


THE seven shoes that we show on this page are from 
the second Fall lines of leading manufacturers. Some of 
them are popular patterns repeated from the first run 
with, perhaps, a change in material for the later season. 
All of them show the trend to the higher molded sil- 
houette, in oxford or gored or elasticized step-in. 


Left to right. Oxford in gabardine, im- 

portant material for second run. Note 

decorative stitching. Brauer Bros. Dutch 

type step-in of crushed kidskin from 

Walk-Over. Popular spat type stepin 
of suede and calf. Natural Bridge. 








On the Opposite Page 
Red—one of this Fall’s darlings—is the 
color of the honeycomb wool coat, worn 
Rita Hayworth, another Columbia 
spat shoes in wn suede and 
teau last and 
ph, and the genuine 
pular Dutch last 
(from 





= The shoes worn by the stars in these photographs are all Pandora Er- 
clusives by Newton Elkin. 9 c Dd tibet re 


A beige corded wool coat trimmed with sable sets the 

keynote for this charming beige and brown ensemble 

Two shoes suggested to complement this costume are the 

dressy step-in ttern with elasticizced ankle strap worn 

by Penny Singleton and the — low step-in of brown 

stitched calf or kidskin sketched on this page. (Both 
shoes from Newton Elkin.) 


Hollywood Experts 
Diseuss Fall 


Style Trends 


SHOES and clothes for early Winter have so much in 
common, that we have asked two fashion authorities to 
give Boot anp SHoeE RECORDER readers their joint ob- 
servations on these related subjects. 

Jean V. Pettebone, fashion editor for Columbia Pic- 
tures and Frank N. Baker, shoe buyer for the Broad- 
way-Hollywood store, collaborated in this summary o/ 
October and November fashion trends. 

The thought behind this joint interview is to shou 
clothes which will go with types of shoes that will be on 
the shelves of many shoe stores during the first Winter 
selling period. Clothes and shoes shown are not extreme 
in style, but are good fashions which should develop 
real selling action. 
rust and green of this early 


(worn by Penny Singleton in 
“B series) is set off 


= MIISS PETTEBONE, fashion editor for Columbia Pic- 
“fet oxford of smooth and alligator calf J tures, gave us her views on Fall styles first. Simplicity, 
a ect ‘ she said, marks the shoes for late Fall and early Winter 
selling. Simplicity and comfort, too, since women have 
experienced comfort in open patterns over too long a 

period to be satisfied with anything else. 

In the clothing for this same season, the fabrics are 
easy to wear and the designs are trim and figure flatter- 
ing. This season’s clothes are smart to look at and com- 
fortable to wear. And women expect the same of shoes, 
according to Miss Pettebone. Shoes which are really 
comfortable will sell far more readily and in far more 

[TURN TO PAGE 32, PLEASE] 
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STORMY DAYS 


$s 


Will 


Come Again 


The Weather Man Has Given a Lot of Us a Pretty Dry 


A compo-board cut-out with 
wire “wind” tells of stormy 
cold weather. 


Summer But Wet Weather’s Ahead. 
ready Done So, Plan Your Rainy Day Displays Now. 


If You've Not Al- 


Here’s a Few Suggestions for Window and Interior 


ET’S a fine day to write promotion hints for rubbers 
and galoshes—dark, dismal, dreary and dripping! A 
foretaste of weather to come. Yesterday it was rainy, 
too, so I took time out to ramble around the stores to 
see how they met the opportunity. Sorry to report that 
most of them simply ignored it, so far as I could see. 
Perhaps they have come through this morning, the 
second day. Plenty doing at Macy’s, though. 

In several spots umbrellas and raincoats and capes 
were featured. Up in the shoe department there was a 
“sign panel” with rubbers attached right in front of 
the escalator, and others at the entrances from the 
elevators. These, by the way, are always on view—at 
least one of them is. And on the apparel floor there’s 
a “turn-table display” in a cabinet with real water for 
the rain effect that kept on working right through the 
dry spell. They apparently believe that it pays to let 
people know all the time that they handle wet weather 
goods. When the real wet season comes they have 
panels with samples of all types of rubbers and galoshes 
placed at strategic points throughout the store. And 
they also have wet weather goods featured on a special 
two-sided circular, letterhead size, for the girls to in- 
clude with the regular hand-outs at the main entrances 
on stormy days. The idea is that “if it pays to carry 
merchandise it pays to promote it thoroughly.” 


SOMEHOW some stores seem to overlook this point. 
They confine their promotions to sticking a sign 
“rubbers” on the window when it rains. Which may 
be all right in a season like last year—but is not so 
good when a selling job is needed if you want to get 
an extra slice of the rubber goods business. 

A good place to start is at the fitting stool. “Have 
you rubbers (or galoshes) with the right heels to fit 
your new shoes?” asked, of course, just as you pick 
the shoes up to take them to the wrapper, while the 
customer’s full interest is centered on her new posses- 
sion. Continue with the suggestion that you have a 





Light wires from a grey storm cloud oj 
compo-board say “rain.” 


style in the color of the new shoes (if you carry them). 
The same idea, varied to emphasize the “preparednes~ 
and health” theme applies when selling children’s 
shoes. 

Suggestion should be ever-present in the store. The 
panel idea is convenient. Or a shallow wall shelf ar- 
rangement could be used if you have a blank wall o: 
window back at the front of the store. Make 16-in. 
squares of one-by-four dressed lumber; paint the side~ 
all the same color; back up with cardboard in colors to 
match the merchandise, and paint the front edges 0! 
the frames to match. Group irregularly when hanging. 
and set rubbers or galoshes in the frames. If you use 
a panel display of colored styles, mark off the panel in 
matching squares with colored cardboard or painte: 
squares of Upson-Board. 

There’s nothing new about the idea of having mail 
ing cards ready to drop into the post office when a rea! 
storm is about due, or just starting, but the timelines- 
of it makes a strong impression. One store in an offic: 
neighborhood makes a good thing of quick deliverie- 
of hose on rainy days to the girls who get their stock 
ings splashed—worked by keeping a record of pu: 
chases and preferences. It can be worked out with ru!) 
bers, also, where records are accurate. A mailing car‘! 
should include small sketches of heel styles, numbere 
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or lettered or named to assure the customers knowing 
what to ask for. Stress “keep me handy for an emer- 
gency” and include the telephone number; can be 
signed by the customer’s regular salesman if store 
policy permits. Be sure the cards go to persons in the 
convenient vicinity for messenger service. 


THE idea of a combination display and stock rack 
that is mounted on turnable casters (with plates to hold 
the screws) so that it may be wheeled into position 
when a storm creates need for speedy service, is handy, 
and can be made and finished so that it is neat enough 
for even a smartly appointed store. The cart style of 
display and stock fixture that is so frequently used for 
novelties in many stores can be adapted, making it 
into a “wheelbarrow” with display and stock space, 
that can be used for rubber goods now and for a 
“slipper bar” later. 

There should be reminder displays conspicuously dis- 
played in the store at all times from now until next 
Summer. An ordinary watering pot, painted, with wires 
from the holes in the spout to the show case or ledge 
floor for “water” when the pot is hung at an angle, tells 
the story quickly. Cold, stormy weather is indicated 
by a compo-board cut-out of a puffed-up face blowing 


On a model of a “balance scale” made of 
wood strips and small flat squares, place 
rubbers balancing several bottles of medi- 
cine and boxes of pills, with cards lettered 


as indicated. 


very hard. Use wires to indicate the air. A cut-out 
cloud of compo-board painted storm grey, with several 
wires for “rain.” Cellophane strips can also be used. 
Heavy thread, black with uneven alternate sections 
colored whitish grey, makes a driving storm effect. 
Cotton dabs make snow, and the new artificial snow is 
a fine imitation, especially when it ends on a wet walk 
made of thin glass over blue cellophane over a section 
of Upson-Board or other wall-board in unfinished grey 
surface. All of which are suggested to show that you 


[TURN TO PAGE 40, PLEASE] 





“When storm signals whip across the sky, 
be ready to keep feet warm and dry!” 
says the sign on the wall of compo-board 
with light wood diagonal strips, back of 
which cardboard flags (or cloth flags 





moved by a fan) are backed up by a 

dark, stormy sky. Shaded pennants are 

red; clear pennants are white; square 
flags are red with black centers. 








HOW HAHN SHOE STORES 
PLAN THEIR WINDOWS 


Lee Wardrip, Display Manager for Famous Washington, D. C., Firm, 
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Explains Successive Steps in Window Decoration from the First Visual 


EN planning a window setting for the display of shoes, 
Lee Wardrip, display manager for Hahn’s Shoe Stores 
in Washington, D. C., pursues one of two logical ways 
of reasoning. Either he works from the visual effect, 
or from a shoe name. Irrespective of the starting point, 
the concrete accomplishment of the window design fol- 
lows much the same process, from the original idea 
through to the completed display. 

Hahn’s displays in the 32 windows of their six stores 

















Design to the Complete Display 





attract much favorable comment and are held as a chal- 
lenge to all types of window displays, because of their 
originality. This distinction goes to Mr. Wardrip who 
conceives the designs, which are executed by a group 
of four expert craftsmen in his display studio or work- 
shop, where all of the windows are built from the de- 
signs created by Mr. Wardrip. 

An adequate but not extensive budget is allowed for 
the displays, so that at all times the manager must be 
careful to create the best possible effect at the lowest 
possible expense. The resultant designs bear not only 
the mark of originality but of expediency, carried to a 
very high degree. 

All designs must be created with the thoughts in the 
forefront of how to carry them out, what materials to 
use for their construction, quickness of execution, and 
cost. Thus in addition to the artistic creation, the dis- 
play manager must possess a hard business mind which 
will make the most of each piece of work but with the 
least outlay in work and expense. 

“We change our windows on an average of each ten 
days,” Mr. Wardrip said. “Of course, some of them 






















~ 


BOOT ano SHOE RECORDER, September 16, 1939 


remain up a longer period, depending on the location 
of the store, but two weeks is the usual maximum time 
that one window remains without change.” 

Windows in the different stores are always distinct 
to that particular store, with scarcely once a year that 
windows are duplicated. This is due to the variety of 
stores and their respective locations. Downtown in the 
heart of Washington’s busiest section are located the 
men’s and women’s Florsheim shops, each facing a busy 
street where large numbers of persons pass daily. Those 
windows are changed rapidly and, incidentally, are 
treated more theatrically, for example, than the win- 
dows at the main store which appeal to the entire fam- 
ily. It goes without saying that windows at the specialty 
stores cannot carry the same designs as those at the 
general stores, hence, the need for constructing every 
display differently. 


This outstanding window was used recently 
in Hahn’s men’s specialty store. Featuring 
a display of men’s veal leather shoes, the 
window was based on the name “Rawhide.” 
At the left is shown the working drawing 
from which the display was created, while 
above, the finished window shows with what 
detail the original drawing is followed. 


One exception to this general rule is the opening of 
school when the three stores which handle children’s 
school shoes, may or may not, according to the im- 
mediate plans of the manager, have similar designs. 

Mr. Wardrip’s method of creating a window is to 
work from his two methods of reasoning, that of the 
visual effect, and the name or word effect. He makes 
a design, from which he makes a working drawing giv- 
ing dimensions and color, and from the completed plans, 
the craftsmen do the actual work of building the win- 
dow, although on occasion the display manager can cut, 
hammer, saw, and color with the best of his craftsmen. 

Recently Hahn’s secured an excellent type of veal skin 
shoes for men, a shoe that the store was launching 
under its own name. The name selected was “Rawhide.” 
This name was chosen since it described the shoe which 

[TURN TO PAGE 40, PLEASE] 
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OUTLOOU 


66 WECNKEYS is such crazy people” is the way Lew 
Lehr puts it. Please pardon us for putting it into re- 
verse—because all of us are trying to imitate things we 
did back in 1914, without remembering what the things 
did to us. 

Most stores and businesses have thrown away their 
records of 1914-1918 but we are more fortunate in hav- 
ing complete files of the Boot anp SHoe RecorveR of 
that period—for one and all to read. So let us first 
give a few parallels: 

Business in the middle of August, 1914, was not 
normal. 

Business in the middle of August, 1939, was sub- 
normal. 

Tanners were asked in 1914: “What are your orders 
this year compared with last year?” Answer: “Today's 
orders are not equal to those of last year. We have 
suffered a curtailment similar to that of the manu- 
facturer.” 

The tanner today, in 1939, says: “Orders today are 
not equal to those of last year by a big percentage. Cur- 
tailment in shoe manufacture as well as tanning is 
general. 

The head of the tanners’ group in 1914 said: “No 
man can predict where prices will go. The thing for 
us to do, in the shoe and leather trade, is to get just 
as close together as we can in this unusual time.” 

The same kind of talk goes in 1939. 

The first speaker for the manufacturers at the Eco- 
nomic Trade Conference of Sept. 10, 1914, said: “The 
policy of the day should be prices based on replace- 
ment values.” 

That same speaker in 1939 makes shoes to fit a price 
and will, in all probability try to hold that retail fixed 
price long after replacement values because that’s the 
be-all and end-all of the fixed price philosophy. 

The first speaker for the retailers in 1914 said: “This 
is a time for retail shoe merchants to adjust themselves 
to conditions. This is the time to clean up those stocks 
on hand and to buy carefully. When the war is over 
you don’t want to be caught with a lot of shoes on the 
shelves—no matter what way prices go.” 

This goes double for 1939. 

The final retail speaker said: “Nothing is so danger- 
ous to the merchant as to speculate in shoes. Buy close 


Put Sense and Cents Together 


by ARTHUB D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


to your needs. All legitimate advances are accepted by 
the merchant, who is the point of direct contact between 
the entire industry and the consumer.” 

Well, we held a meeting on Sept. 10, 1914, and we 
are to hold another meeting on Sept. 18, 1939, the long- 
announced Shoe Styles Conference, which may have an 
economic slant as well as a fashion purpose this time. 


Meanwhile, retailing is “watchful waiting,” but 
if we continue to talk, whisper and rumor that 
it won’t be long now before America is in the 
war, we will all be parties to the crime of destroy- 
ing a Fall retail business. 


Remember, at this time of the year a young man is 
thinking of a new hat, a new suit and a new pair of 
shoes. If you give him the idea that it won't be long 
now before he’s in uniform, he will pass up the new 
hat, the new suit and the new shoes and get his wea 
out of the closet. Then you'll be experiencing the high 
costs of doing no business. 

As for the young lady, her thinking is—you’re not 
going to sell her some freak idea of a wasp waist and 
physical distortion because of some fashion fanatics’ 
foolishness. When all over the world women are doing 
useful work and wearing useful clothing and shoes, the 
fashion philosophy of frills and fainting femininity. 
fuss and feathers (which seemed O. K. in mid-August 
1939) was blown away with the first puff of gun 
powder. 

So, to put it all in a bombshell: War jolts publi: 
thinking faster than it does merchant thinking. You 
should not be caught in the trap of trying to paralle! 
the 1918 experience (nor of 1914) of high prices, high 
boots, high inventories and high wages—when you are 
living in a 1939 realism that profound changes are 
taking place throughout the world with such rapidit) 
that it is folly for anyone in as standard a business «: 
shoes to try any monkey imitations in the hopes «{ 
getting rich quick. 

We'll all be darned lucky if we come through thi: 
thing with any sense and cents as well. 
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A STRAIGHT LINE TO YOUR SUCCESS 


ARE YOU 
THIS RETAILER? 


Your Hands Tied By —Too many styles (never the right ones) . . . 


Too many lines (Sizes always broken) . . . Prices too 
low (trying to meet competition) . . . Overhead too 
high (too many salesmen) . . . Too many sales (terrific 


markdowns ). 


Your Feet Tied By — High rent (trying to get “hot” location) 
... Expensive advertising (trying to move “fast” styles). 


THE HEALTH Spot DEALER 


Follows A Definite Program! 
GET YOUR HANDS FREE AND YOUR FEET ON THE GROUND! 


BALANCED STOCK | 
BALANCED BUDGET 
BALANCED PROMOTION j 


= Profit 


SATISFIED CUSTOMERS PRODUCT INFLUENCE 
MEN PREPARED THRU EDUCATION CONCENTRATED EFFORT 
STABILIZED RETAIL PRICE Rint ¥% ......NO SEASONAL SALES 
STAPLE STYLES siched bev a NO MARKDOWNS 


YOUR town may be open for a Health Spot agency. Write in for details today. 


fo / Vi) MAO ep) Vp 7 Limpas VA 
\ NJ Z 


THE MOST COMPLETE LINE OF CORRECTIVE SHOES IN AMERICA FOR MER, WOMEN AND GHILORER 
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M* Y manufacturers havelearned 

that it pays them to link their 
mames with Goodyear. That’s why 
they insist on having the Goodyear 
Custom or Wingfoot Heel on their 
shoes despite the fact that these heels 
cost more. 


They're aware that your men cus- 
tomers like Goodyear heels better 
than any other kind—like their 
longer wear, greater comfort, hand- 
somer appearance. 





And these manufacturers know they 
give their shoes greater sales appeal 
when they fit them with the Custom 
or Wingfoot, for the simple reason 
that men realize they get better value 
and service from Goodyear products. 


It’s easy to see why these heels are 
so popular. Manufacturers know that 
they pay off in easier sales for you! 


* . > 


Goodyear’s big magazine advertising campaign is 
adding more thousands to the millions of friends 
already won by Goodyear Heels, TAWPS and 
other Goodyear shoe products. 


THE GREATEST NAME IN RUBBER pe aoe at SA Sh a 


MORE PEOPLE WALK ON GOODYEAR RUBBER HEELS THAN ON ANY OTHER KIND 
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TALK OF PRICE PROBLEMS 


Wsest Policies to Pursue, in View of Advancing Wholesale Costs 


Due to War, Is Prime Topic as New York State Merchants Meet 


WHAT to do about retail shoe 
prices in view of the emergency cre- 
ated by the war in Europe was the 
topic of most vital interest as mem- 
hers of the New York State Shoe Re- 
tailers’ Association gathered at Hotel 
Seneca, Rochester, New York, on 
Monday of this week for the associa- 
tion’s twenty-first annual convention. 

It was clearly the consensus of 
opinion, as expressed in a round 
table discussion at the opening ses- 
sion Monday morning, that merchants 
should approach this problem of 
prices with a considerable degree of 
caution and conservatism, avoid spec- 
ulation and, at the same time, main- 
tain their grades of quality and ser- 
vice. 

“You can’t change the character of 
your business overnight,” declared 
William Pidgeon, of Rochester, in 
cautioning the retailers against act- 
ing hastily in changing their lines or 
grades in order to maintain their 
present price levels, while M. A. Mit- 
telman, of Detroit, Rochester and 
Buffalo, former president of the Na- 
tional Shoe Retailers Association, 
recounted the unsatisfactory conse- 
quences of an attempt he made dur- 
ing the last great war to introduce a 
line with which his trade was un- 
familiar in order to meet the price 
situation which existed at that time. 


PRESIDENT LESLIE GARDNER, 
of Oneonta, opened the convention 
session on Monday and called upon 
Jessie Adler, of New York, to pre- 
side during the first part of the dis- 
cussion. The first speaker on the 
day’s program was David C. Barry, 
vice-president of the Lincoln-Alliance 
Bank and Trust Company of Roches- 
ter. He gave an illuminating and 
very practical address on “Mana- 
gerial and Financial Problems of the 
Retail Shoe Business.” At its con- 


ERNEST R. PARK 


Newly-Elected President of the New 
York Shoe Retailers Association 


clusion, Jesse L. Patton, of Schenec- 
tady, was called upon to lead the dis- 
cussion of problems and _ policies 
connected with retail shoe prices and 
the war emergency. 

There are three alternatives which 
a merchant may consider at the pres- 
ent time in determining what to do 
about prices, Mr. Patton pointed out. 
One would be to maintain retail 
prices and absorb the increases in 
wholesale costs; another alternative 
would be to lower quality and thus 
maintain existing price levels; the 
third would maintain quality and 
service and permit retail prices to fol- 
low the wholesale market wherever 
that may lead. Various retailers were 
called upon to express their views as 
to which of these three would be the 
wisest course. 

All of the merchants who took part 
in the discussion were agreed, ap- 
parently, that the retail trade will be 
in no position to absorb increased 


costs, although some sounded a not: 
of caution against attempting im 
mediately to mark up prices of shoe- 
already in stock to replacement level- 
as prices advance. The sentiment o/ 
the meeting was strongly opposed t: 
lowering quality standards as a gen 
eral policy in order to maintain ex 
isting price levels, but some speakers 
particularly those from smaller com 
munities, felt it would be necessary 
to make quality adjustments on ce1 
tain lines to take care of the needs of 
customers in the low income brackets 

Another method of merchandising 
to meet the problem of rising prices, 
it was suggested, would be to ad- 
vance the prices on style shoes to 
carry the load, as far as possible. 
and try to maintain prices on staples 
nearer their present levels. 

M. A. Mittelman emphasized the 
unwisdom of taking size-up wholesal« 
prices as a basis for figuring new re- 
tail price levels. He advised the 
policy of averaging the cost of new 
merchandise with that of stocks al- 
ready on the shelves of the stores, as 
a basis on which to figure this sea 
son’s prices. At the same time he 
urged the dealers to be quality and 
service minded. , 


MIANUFACTURERS’ _representa- 
tives who took part in the discussion 
advised the retailers, while anticipat- 
ing normal requirements, to avoid 
speculation. The question of price 
policy on nationally advertised lines 
was raised, and while conceding that 
this involved a special problem, Wil- 
liam Pidgeon, of Rochester, declared 
he felt the retailer with a strong 
branded line would be in a better 
position to meet the emergency than 
the store relying entirely on its own 
lines, since the strong manufacturer 
is in possession of complete market 

[TURN TO PAGE 42, PLEASE] 
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Putting a “Punch” in Shoe Sales 


John Kurucar, buyer for the men’s 
shoe department, of the Maison 
Blanche department in New Orleans 
has developed a clever idea to utilize 
the sales ability of the men’s clothing 
personnel as a practical booster for 
shoe 

Like many active shoe departments, 
Maison Blanche has experimented 
with bonus ideas, special prizes and 
contests to stimulate department vol- 
ume—each of them however has had 
some drawback. For example, during 
1938 and 1939 buyer Kurucar spon- 
sored a “scoreboard merit” system, on 
which six salesmen’s names and their 
sales records for each month were 
posted. Each week the totals were 
placed according to the gain or loss 
of each salesman. This idea was soon 
discarded, however, because one or 
two top men were continually out- 
stripping the others—discouraging the 
lower end of the department person- 
nel from “getting in and pitching.” 
Seeing one man eighteen or twenty 
pairs ahead proved to be a bad in- 
fluence, says Mr. Kurucar, and ac- 


cordingly he developed a novel “Sug- 
gestive Selling Punch” idea which 
has completely removed all the above 
objections. 

All shoe salesmen and the ten cloth- 
ing salesmen in the nearby men’s 
apparel department are issued a 
pocket card each month, which has 
space top and bottom for sixty 
punches. And here’s how the idea 
works: 

Each of the ten clothing salesmen 


is entitled to bring over a prospective _ 


customer, see that he is sold, or well 
on the way, and receive credit for 
the sale. Mr. Kurucar carries a dupli- 
cate for every card issued, and on 
the completion of such a sale punches 
both cards. Total sales made this 
way are kept on a departmental score 
card by assistant buyer Adolph Jan- 
neck and checked at the end of each 
week with the salesforce. 

A $5.00 prize is given to each man 
who fills out his card in a month’s 
time. Plenty of incentive is provided 
by the competitive angle to the idea, 
even though no salesman has to show 
any of the force how far along his 
card has progressed. 
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Employee's Name 


Let's put a “punch” in our suggestive 
selling. 
sale. Fill this card and earn $5.00. 


Every “punch” means a shoe 





Date Issued 

















To make certain that clothing 
salesmen as well as those employed 
in the men’s shoe department are 
constantly reminded of the drive, Mr 
Kurucar insists that the card be 
placed in an envelope which is pasted 
on the front of the salesbooks, assur 
ing him that each salesman will at 
least try to make an extra sale. 

Another unusual angle of th 
Maison Blanche idea is that it was 
deliberately started at the Augusi 
first slack season, in order to test its 
effectiveness the hard way. Results 
were better than expected, says Mr 
Kurucar, and the promotion gives th« 
shoe department in effect ten extra 
salesmen and ten useful style author 
ities. 

i * a 


“Keeping Posted” 


The football season is with us once 
again and we've got to think up some 
new and interesting ways to keep the 
customers coming around to your 
store on Saturday afternoons. 

We recall seeing a shoe store in a 
mid-western town one Saturday after 
noon last Fall that was the cynosure 
of all eyes. In the doorway of the 
store, the proprietor has set up a 
large blackboard—about six feet high 
by three feet wide. The day’s leading 
games were listed with space for the 
seore. A radio in the store kept the 
proprietor: informed of the changing 
scores and between sales he went ou! 
in front and put the score board up 
to date. 


oe @ 


Hanan’s Hurdle 
The Hanan shoe stores are activ: 
on the promotion of their new flexibl- 
men’s shoe called Hanan’s “Hurdler’ 
As a step in this promotion mar 
ager Joe Bigley of Hanan’s 137 
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BEST IDEA OF THE WEEK 
THE MAN HAD FOOT TROUBLE 


Man-In-The-Next-Seat-In-The-Bus — (Half aloud) 
“That’s a darned effective looking ad.” 

O. P. Ideator—“May I inquire what you are chuck- 
ling about, mister—or are you chuckling?” 

M-I-T-N-S-I-T-B—“Yes, Sir, I'm chuckling over this 
John Bruce Shoe Store ad here in this morning’s news- 
paper. See that man sitting there with his feet soak- 
ing in a wash tub, trying, evidently, to get relief from 
aching ‘dawgs’?” 


O. P. Ideator—‘“Plenty of punch to that ad.” 


M-I-T-N-S-I-T-B—‘T like that heading which says, 
‘Are you a SLAVE to your feet’. But maybe I am 
prejudiced. You see I am the man in the advertise- 
ment.” 


O. P. Ideator—“You mean to sit there and say that 
you are that man—why I’m dumbfounded! But seri- 
ously, what do you think of this startling form of 
advertising, showing people in informal poses, but 
certainly ones that are common enough. Do you think 
that it represents a dramatic way to put over a telling 
story for comfortable, well-fitting shoes?” 


M-I-T-N-S-1-T-B—“Yes, I do. The foot soaking 
scene portrayed so convincingly in this advertisement 
is something that was not entirely unknown to me— 
that is, until I secured properly fitting shoes. So you 
see I played the part quite well. I think such advertis- 
ing is especially good when well-pointed copy tells 
a swift and sharp story.” 


O. P. Ideator—“Such as this copy which says: 
‘Thousands of people in this land of the free are 
actually SLAVES to their feet, simply because of the 
kind of shoes they wear—shoes that force or allow 


their ankles to twist INWARD and DOWNWARD 
under their body weight’?” 
M-I-T-N-S-1-T-B—“Frankly, copy should put forth 
the comfort angle of shoes such as the staff at the 
John Bruce store emphasize to their daily customers. 
The ad should be as simply told as an ordinary 
spoken sentence. Just as the character in the illustra- 
tion should be seen in a normal, easily-possible pose, 
so should the copy be natural. Thus the note of sincer- 
ity will be a full-fledged one and bear more weight 
than grossly over-done statements about the shoes.” 


O. P. Ideator—“You certainly emphasize a smart 
point when you bring out the fact that the advertise- 
ment and the store’s sales tactics should be closely 
correlated to get the maximum effectiveness. The way 
I see it, the average clerk goes off on a complete 
tangent from the well-programmed statements that 
make up the basis of a store’s successful advertising 
schedule. Am I right”? 


M-1-T-S-1-T-B—“Absolutely right! And I believe I 
can speak authoritively, for not only am I ‘the-man- 
in-the-ad’, but I am also an average shoe customer. 
When I have read a convincing advertising statement 
about shoes and I feel I ought to secure that type of 
shoe, I approach the store with the thought that the 
‘man-at-the-fitting-stool’ will sell me further along the 
thoughts that have been put over to me in the ad. 
I may have been sold on one point, and on the pres- 
sure of that point, I have come to the store. That 
point should be known by the clerk—through studying 
his store’s and manufacturer’s advertisements—and 
played up to the full extent of its value.” 


O. P. Ideator—“In, out and around the ad—you 
are certainly right!” 





stock shelves have been built below 
the tables—seven boxes high and ten 


save the sales force. 


Reminder Display 





to fifteen boxes wide—and just think 
of the steps and time these shelves 


The women’s shoe department on 
one of the upper floors is well towards 
the back of the store. To remind 
shoppers that they are on the shoe 
floor, a large glass shoe show case 
has been placed in front of the eleva- 
tor. The attractive display of latest 
Fall shoes is not only a reminder but 
an effective suggestor. 


hoes are shoes again 
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Children’s Aid 


For the salesmen’s ease in fitting 
little children, Abraham & Straus has 
set three children’s chairs up on a 
raised platform in their children’s 
shoe department. The salesman can 
fit from a standing position with the 
greatest of ease and has the con- 
venience of drawers underneath for 
extra merchandise. 
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LOOK AT JHE-SALES:. 
BUILDING-FEATURES OF. 
Se eo hE 


@ Here's a galosh that's 
just right—in style—in fea- 
tures—in price! Its eye- 
appeal alone will “sell” 
many of your customers. 
And what woman could re- 
sist those convenient fea- 
tures shown here? You can 
sell it—and sell at a profit! 


HOOD RUBBER 
COMPANY, INC. 


WATERTOWN, MASS. 


thes at: Atlanta, Baltimore, Boston, Chicago, Cincinnati, Cleveland, Dallas, Denver, Detroit, Kansas City, Los Angeles, Minne- 
New Orleans, New York, Philadelphia, Pittsburgh, Providence, St. Louis, Salt Lake City, San Francisco, Seattle, Syracuse 
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Hollywood Experts Discuss Fall Trends 


[CONTINUED FROM PAGE 17] 


pairs per person than shoes which are 
just fashion right and not really com- 
fortable. And when we speak of com- 
fort in shoes, she said, please bear in 
mind that only fashion shoes are under 
consideration, not so-called “comfort” 
shoes. Elasticized shoes are having 
their best season mainly because of 
their and ease-in-wearing fea- 
tures. And how well they do fit in the 
simple, closely molded types! 

According to Miss Pettebone, low 
heels in walking and dressy patterns 
are the best answer to the woman who 
has liked the comfort of very open shoes 
this past Summer. This is especially 
true of the high-walled lasts and shoes 
of flexible construction. Fall selling of 
15/8 to 17/8 heel heights clearly indi- 

thet those heels are what a vast 
majority of women like best, even on 
shoes. And again, for the same 
reason, because these heels feel so much 
better, give so much more comfort. 

Shoes and costumes are extremely 
feminine this Fall. Even with comfort 
the dominant thought, shoes are foot 
flattering, according to Columbia Pic- 
ture’s fashion editor. They are perky. 
Short vamps and nice little touches, 
such as bows, make the feet look 
smaller. What looks nice, what feels 
good, are two important points with the 
feminine wearer. If a shoe meets these 
two needs, a woman will be tempted to 
buy it, even if it is an extra pair. The 
clerk’s knowledge of fashion co-ordina- 
tion is the other factor in selling the 
extra pair or pairs. If he can tell the 
customer which shoe is the right one 
for a costume he will usually sell his 
extra pair. 

Nowadays, a woman, even one with a 
modest income, always has one good 
stand-by, such as a coat or a suit. This 
costume can always be varied through 
shoe and accessory changes, a point the 
shoe trade should realize much more 
fully than it does, said Miss Pettebone. 
(In the accompanying illustrations we 
show two shoe styles for each costume, 
one worn by the model in the photo- 
graph, the other shown in the adjacent 
sketch. Columbia Picture stars posed 
for these photographs, taken exclusive- 
ly for Boor AND SHOE RECORDER. ) 

In the shoes shown here—all to be 
worn with morning to afternoon cos- 
tumes—real comfort and smart lines 
are again the dominant thought. This 
is really the first season that the public 
has been presented with easy fitting, 
feminine looking, fashion right foot- 
wear, in considerable varieties of lasts, 
patterns and materials. Questioned as 
to the open toe, Miss Pettebone said 
that although no one seems to miss the 
extremely open shoes of last season, 
they still, in many cases, demand smal! 
openings at the toes and the “carriage 
trade” refuse to give up their open toes 
and heels in some of their favorite 
afternoon shoes. 


Frank Baker, shoe buyer of the 
Broadway-Hollywood, summarized his 
viewpoint on Fall styles as follows: 

“Right in the heart of Hollywood, at 
the corner of Hollywood Boulevard and 
Vine Street, shoes are almost on a 
luxury basis in the minds of our trade. 
With comparatively few staples in 
stock, we buy shoes that will_appeal to 
the vanity of the prospective wearers. 

“If we are to show closed toes, those 
toes must be flattering to the foot. 
This year with knob toes, plateau lasts 
and the like, every patron can demand 
foot flattery, without having gew-gaw 
patterns, all cut up and over-fancy. 

“Our current biggest thought (or 
headache) is the number of patrons 
wanting dressy types of afternoon open 
toe shoes and sandals. Patrons here all 
want to have their feet look like the 
giamour girls they see on the screen 
and in the fashion pictures. BUT, they 
do want to look like the better type of 
glamour girl, not the flashy, cheap 
kind. 

“In this quest for high-fashion shoes, 
with definite comfort qualities, fit is a 
most important factor. Therefore in 
every shoe bought, a complete size 
range is detailed. And that gentlemen, 
is where the secret of the extra pair 
sales lies, in having what is wanted in 
patterns, colors and lasts and, most 
important, in sizes. 

“Above all else, this department is 
breaking down the buying seasons as 
fine as possible. If it were not for the 
delivery problem, we would not antici- 
pate over a month ahead.” 


U.S.W.A. Seeks Revocation 


Of Bata Permit 

BaLTImorE, Mp.— The United Shoe 
Workers of America, a C.I.O. affiliate, 
announced, recently, that it will seek 
a revocation of a Federal permit 
granted the Bat’a Shoe Company to 
bring a number of Czech workmen to 
this country in connection with the 
operation of its new factory at Beleamp 
Md. The labor organization claimed 
that the factory opened on Tuesday, 
Sept. 5, with “a large majority of Czech 
workmen.” 

It was further claimed that a large 
number of Czechs were permitted to 
enter this country, above the immigra- 
tion quota, to act as foremen and super- 
visors in the construction of the plant 
at Belcamp. The Union claims that the 
permit for entry was granted on “false 
and misleading” information. 

The complaint, which was made at 
Washington, charges that the Maryland 
factory is an attempt to “transplant 
foreign standards and foreign working 
conditions onto American soil.” 

When Zlin, the town in which the 
Bat’a plant was located in Czecho-Slo- 
vakia, became German territory, plans 
for the factory at Belcamp, Md., were 
completed. 


Business Men’s Meeting 
Scheduled for Oct. 10-12 


Detroit, MicH.—The second conven 
tion of the National Small Business 
Men’s Association is scheduled to be 
held Oct. 10-12, in Detroit, with head- 
quarters at Book-Cadillac Hotel. Repre- 
sentatives of smaller business from 
fifteen different states are to present a 
program of the needs of the small busi- 
ness concerns. Judge Raymond Tiffany 
is general chairman of the convention 
session. 





Department Remodeled Twice in Year 


Fort Worth, Texas—The shoe department of the H. C. Meacham Co., women's 
store at 315 Houston Street, which was moved 


floor in January of this year, has been 
increased business. 


The department has again 


new walls, rugs and modernistic furniture to make this one of the finest popul.r- 


This department is responsible for « 
Jack Winnick is 
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FUL ‘BOTTOMS: 
CHILDREN'S SHOES / 


CH BRAM Sole Leather has taken punishment and come 

colors. P watching shoes bottomed with this famous 

at ‘There’s a lot of satisfaction in knowing you are 
tributing to many youngster’s happiness in life by providing proper foot 


r Ulds 1800 
- BOSTON - MASS -| 
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.. between first step : 
and sale 


She loves their looks! But how do they feel? 
“Comfortable as an old shoe” when she steps 
out on Mohawk’s soft, deep pile. Mohawks do 
a grand job of staging shoe styles, too. Their 
rich colors and stunning designs give fine mer- 
chandise the background it deserves. Every 
foot of Mohawk is woven strong, sturdy, long- 
lived, ready to stand up under heavy store 
traffic. Mohawk’s range of colors, textures and 
grades includes just the carpet you're looking 
for—at the right price for your store. Write 
Mohawk first before you carpet or recarpet. 


MOHAWK CARPET MILLS, Ine. 
AMSTERDAM, NEW YORK 
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STYLES 


AGAIN WE SAY 


aA 


~ STAGE YOUR SMARTEST 
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No Scarcity of Rubber Expected 


New York—The Rubber Manufacturers Association. 
Inc., has been in touch with the American Government, 
which in turn, it is understood, has been in discussion 
with the British authorities as regards to the prospective 
supplies of rubber. The association now has reliable 
information that all of the rubber required in consuming 
countries can and will be supplied at reasonable price: 
throughout the duration of the war. It is pointed out 
that the production of rubber in all producing terri 
tories-will go on unhindered by European war. There 
is more than enough rubber available in these terri- 
tories to supply all conceivable demand in war time 
and there is no indication whatever that the govern 
ments of the producing countries or the International 
Rubber Regulation Committee will have any interest in 
preventing, or any desire to prevent, this rubber from 
flowing to consuming markets as required. 

The willingness to act promptly in making adequate 
supplies available is evidenced by a provision for an 
additional 10 per cent in the Fourth Quarter to im 
plement the exchange of cotton and rubber by the 
governments of the United Kingdom and the United 
States. Also, it is understood that the International 
Rubber Regulation Committee is giving most earnest 
consideration to the request of the manufacturing in 
dustry in the U. S. A. for an increase on the commer 
cial quota in the Fourth Quarter. 

As for shipping, there is substantial evidence tha’ 
adequate shipping is available and that it will continu: 
to be provided regardless of adjustment of routes and 
lines. The U. S. Maritime Commission has expressed 
its willingness and its ability to give aid if necessary. 

After a careful canvass of all factors involved, it i- 
clear that there is at present no basis for concern re 
garding rubber supplies for the United States, unles- 
such concern is created by a speculative movement. |t 
is, of course, true at the present time as at any time 
that competitive bidding for limited supplies immedi 
ately available would create an unwarranted price sit 
uation, harmful chiefly to manufacturers and other con 
sumers themselves. 

Inasmuch as an adequate supply of crude rubber i- 
so nécessary to the welfare of the American people the 
Rubber Manufacturers Association sent the following 
telegram to all rubber manufacturers. 

“Commodity markets today apparently influenced }) 
unusual and unnecessary fear regarding future difli. 
culties. With respect to crude rubber market advices 
from reliable sources indicate adequate supply wi! 
continue to be shipped. Estimated shipments now «1 
route this country probably exceed 50,000 tons. The'e 
is substantial evidence that adequate shipping will |. 
provided regardless of adjustment of routes and lines 
including expressed policy of the United States Mavi- 
time Commission to give aid if necessary. Unfortunate 
if Rubber Manufacturers because of unwarranted fe. 
contribute to present hysterical activity commod''\ 
markets.” 
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Why 
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THEY USED TO BE LIKE THIS 


"Shoemaking technique 
keeps pace with fashion. . . . 
UNISHANK construction sup- NOW THEY ARE LIKE THIS 
plies the necessary strength 
where it is required in the 


modern shoe.” 


GC 
UNISHANK 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Price Increases Down Leather Volume 





Deadlock Broken, However, and Some Inquiry Noted Among Shoe 
Manufacturers—More Activity in Sole Leather Despite Advances 


Boston, Mass.—Sept. 11.—The dead- 

ck in the hide market created by the 

t advance in prices of hide futures 

the consequent uncertainty as to 

prices of actual, or spot, hides, was 

en late last week, total business 

ing a two and one-half day period 

about 125,000 hides at a price of 

cents a pound, on the basis of light 

cows. This is the price which, 

in the week, had been refused 

a Chicago packer who owned hides. 

then, this price represents an in- 

@rease of 3 cents a pound, or approxi- 
mately 27 per cent. 

With this fact facing them, there has 
been some inquiry for leather on the 
part of shoe manufacturers, many of 
whom find themselves short. Other 
manufacturers, covered until later in 
the season, are electing to sit tight for 
the moment. While some sales of 
leather—kid, calf and side leather— 
have been reported, by and large there 
is no volume yet. Sales that have been 
reported in small lots show advances 
tanging from 5 to 15 per cent. This 

ther figure, of course, merely repre- 

mits the anxiety of a manufacturer to 
leather immediately and the equal 
age: of the tanner to take advan- 

e of that need 

there has been considerably more ac- 
in the sole leather market—prices 
act sales having advanced as 
h as 20 per cent in some weights. 
and large, however, large tanners 
shoe manufacturers are con- 

» let the deadlock continue and see 


one sponsored by the 
AGE 38, PLEASE] 





Dates to Remember 


— Convention, New York State 
Retailers + -\ Hotel 
tone Rochester, 
andy he Yo, ll, 12, 1939 
Monthly Showing ——s Shoe — 
elers Association, Hotel Sta’ 
i wed ag ll- ag 1939 
Fall Footwear Market Exhibit, Iowa 
Shoe Travelers Association, Hotel 
Chamberlain, Des Moines, Iowa 
September 17, 18, 1939 
Official Opening of American Leathers 
and Style Conference for Spring, 
1940. Waldorf-Astoria Hotel, New 
York September 18, 19, 1939 
Monthlty Shoe Buyers’ Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, IIl., 
September 18, 19, 1939 
National Industrial Stores Associa- 
tion Convention, Lord Baltimore 
Hotel, Baltimore, Md. 
Sept. 25, 26, 27, 1939 
Spring Showing Shoe Fashion Guild of 
America, Hotel Biltmore, New York, 
November 1, 2, 1939 
Shoe Manufacturers Spring Opening, 
E. A. Richardson, Manager, Hotels 
New Yorker and Pennsylvania, New 
York City....December 3. 4, 5, 6, 1939 
National Shoe Fair, Hotel Stevens, 
Jan. 2 to 5, 1940 
Charlotte Shoe Show, Hotels Charlotte 
and Selwyn, Charlotte. N. C.. 
Jan. 7, 8, 9, 1940 
25th Annnal Convention and Exposi- 
tion, N estern Shoe Retailers 
Association, Hotel Radisson, Minne- 


Annual Michiean Shoe Fair, Michigan 
Retail Shoe Dealers and Michican 
Shoe Travelers Asx<ociation, Hotel 
Statler, Detroit, Mich. 

January 7, 8, 9, 1940 





Dates Set for 1940 
Michigan Shoe Convention 


Detroit, MicH.—Dates and plans for 
the annual Michigan Shoe Fair for 1940 
were set recently at a meeting of shoe 
leaders held at the Hillsdale Country 
Club at Hillsdale, Mich. This Fair will 
be held January 7-8-9, at the Hotel 
Statler, Detroit. Date has been set to 
follow the Chicago Fair by one week. 

The Fair will again be sponsored 
jointly by the Michigan Retail Shoe 
Dealers Association and the Michigan 
Shoe Travelers Club, with the retail 
group holding their annual convention 
during the Fair days as well. 

Among the leaders who attended the 
joint meeting at Hillsdale were Presi- 
ident Richard R. Schmidt and Directors 
Clyde K. Taylor, Nathan Hack, and 
Robert Murray of the retail associa- 
tion; and President Bruce Dickman and 
Herman Meyers and C. E. Armbruster 
of the travelers. 

A golf match followed the business 
session at Hillsdale. 


Walk-Over Shop Opened 


JACKSONVILLE, FLA.—The new Walk- 
Over Boot Shop, at 23 West Adams 
Street, was formally opened to the pub- 
lic, recently. Harvey Jackson, one of 
the partners in the firm, is manager of 
the store, which is one of the most 
modern retail shoe establishments in 
Jacksonville. 


Miss Grable With 
Amity Pattern Co. 


St. Louis, Mo.—Leelah Grable, shoe 
stylist, has become associated with the 
Amity Pattern Company, St. Louis. In 
her new connection, Miss Grable will 
serve many of the leading shoe manv- 
facturers in the St. Louis district. She 
was formerly connected with the Cona- 
way-Winter Pattern Company. 
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Price Increases Down 
Leather Volume 


[CONTINUED FROM PAGE 37] 


Administration is approved. This put- 
ting of all commodities, as well as 
munitions of war, on a cash-and-carry 
basis, they argue, irrespective of the 
needs of American industry, will give 
rise to another burst of speculative ac- 
tivity which may have the effect of 
increasing prices even farther than they 
have gone to date. 

And it must be remembered that both 
the hide and leather markets have been 
abnormally low for some time, and at 
least some measure of advance would 
probably have taken place with the ad- 
vent of the second run—war or no war. 


———— 


Stone Shoe Holds Picnic 


CLEVELAND, OHI0O—The Stone Shoe 
Company held its annual outing at Bes- 
sie Miller’s on Broadview Road, Sunday, 
Sept. 10. A ball game was held in the 
morning between Stone employees, and 
the winning team played the Stone Shoe 
Co. sponsored team of the Cleveland 
Municipal League. A chicken dinner 
was served, following which nearly a 
hundred prizes, donated by manufac- 
turers and others, were distributed to 
lucky number holders. Cards and other 
games completed the party which was 
attended by approximately 100 em- 
ployees, traveling men and friends. The 
Stone Shoe Company outing was started 
four years ago and has become a big 
social event for the shoe men. 


Nettleton Awards 
“Best Promotion” Prizes 


Syracuse, N. Y.—A. E. Nettleton 
Company has awarded first prize of 
$250 for the best letter from winners of 
its Spring sales contest to John Gas- 
daska, proprietor of the College Shop, 
Bethlehem, Pa. Frank Thane of Mem- 
phis, Tenn., and Amos Hensley of Can- 
ton, Ohio, received prizes of $100 each. 

The letters, which ‘told how their 
writers promoted Nettleton shoes dur- 
ing the contest, were judged by T. E. 
Moser, president of Moser & Cotins Ad- 
vertising Agency; H. S. Bosworth, mer- 
chandise manager of Dey Bros., Syra- 
cuse, and Bert Osborne, president of the 
Syracuse Letter Company. 


Stone to Take on Skate Line 


CLEVELAND, OHIO — The Stone Shoe 
Company is taking on the official Irving 
Jaffe olympic skating line for men, 
women and children. All stores of the 
Stone system will carry the skates and 
footwear. It is planned to tie-up with 

in 
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Moulton-Bartley Ad Director 


Sr. Louis, Mo.—James S. (Jim) Legg 
recently joined the staff of the Moulton- 
Bartley organization as director of 
sales promotion and advertising, as 


JAMES S. LEGG 


previously noted in Boor AND SHOE 
RECORDER (Sept. 2). 

Mr. Legg was previously connected 
with the Brown Shoe Company in the 
credit department and later with J. O. 
Moore in the retail shoe business. 


Shoe Men Make Merry 
At “Second” Outing 


Derrorr, MicH.—The annual Summer 
outing sponsored jointly by the Detroit 
Retail Shoe Dealers’ Association and 
the Michigan Shoe Travelers’ Club, 
held at the Detroit Creamery Farm, 
recently, brought together a joyous as- 
semblage of several thousand members 
and guests from all points of the state, 
who enjoyed a real outing. 

Perfect weather was the order of the 
day as a reward for the disappoint- 
ment caused by the heavy downpour on 
the earlier scheduled date. Undaunted 
by the first disappointment, the com- 
mittee in charge of arrangements went 
ahead with added energy and provided 
entertainment for the guests of even a 
finer caliber than at first contemplated. 
Three clowns affiliated with the Detroit 
Police Department were a source of 
delight for both young and old. Unger’s 
Elks Club Orchestra furnished music 
for those who wished to dance and for 
those who just wished to listen to good 
music. Plenty of good eats, of course. 

Sixty prizes were awarded to winners 
in the various games and sports. 

After several expressions of appre- 
ciation to the occasion and to the mem- 
bers of the Entertainment Committee, 
it was called a full day and the home- 
ward-bound trek was started by the 
tired but happy crowd. 


Pledges Efforts to Avoid 
“War Profiteering” 


WasHINcTON, D. C.—The American 
Retail Federation has by resolution 
pledged the efforts of its members to 
“avoid war profiteering,” and sent a 
letter to President Roosevelt offering 
all its facilities “in the event of a seri- 
ous crisis.” 

“Mr. President: 

“The American Retail Federation, }e- 
fore whose Retailers’ National Forum 
you spoke last May, wishes to place its 
entire facilities at the disposal of the 
national government in the event of 
serious crisis. 

“The Federation represents, as jou 
know, retailers of all kinds—large und 
small, chain and independent alike— nd 
is vitally concerned with the fundamen- 
tal problems of distribution and their 
effect upon the consumer. With its fa- 
cilities for research, coordination of 
retail activities, and ability to commani 
the respect of leaders in the American 
retailing field, the American Retail F ed- 
eration is prepared to offer its fullest 
cooperation to the federal government 
should its services be needed. 

“I am attaching a resolution passed 
today by the Board of Trustees of the 
American Retail Federation. 

“Very respectfully yours, 
“David R. Craid, President, 
“American Retail Federation.” 

The following is the resolution passed 
by the American Retail Federation: 

“The Board of Trustees of the 
American Retail Federation recognizes 
the economic problems existing in the 
United States because of the war in 
Europe. 

“The Board recognizes that the major 
task of retailing in this period of inter- 
national crisis is to continue its normal 
function of supplying consumers with 
goods they want at prices they can af- 
ford to pay. It recognizes the duty of 
the retailing industry to make every 
effort to avoid war profiteering. 

“The American Retail Federation will 
urge its members to do all in their 
power to limit the charges for distribu- 
tion service to the minimum required to 
cover operating expenses, and a normal 
rate of net profit. 

“The Board of Trustees of the Amer- 
ican Retail Federation will exert its 
influence to prevent use of the war 
scare and unwarranted threat of higher 
prices as a reason for urging buying 
today. 

“Unless this condition is avoided it 
may bring about an artificial inflation 
with its inevitable evil effect on A mer- 
ican living and the national economy. 

“Approved by telegraphic poll by the 
47 members of the Board of Trus'ces.” 


Kinney Store Remodeled 


MANTITowoc, Wis.—The Kinney Shoe 
Store, here, has been completely 1: mod- 
eled with improvements including 4 
modern red front and interior renova 
tions. Leo Kaiser, formerly of | arg, 
N. D., is manager of the local shop. 
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© Think what it means to women when you can say: “The heels 
on these shoes are Scuffless. They'll look new as long as you wear 


G the shoes!” It’s an impressive sales point—a sales argument that 

women are quick to appreciate—a talking point that will help 
io 

ers ne make your sales easier. Tell your supplier to use Scuffless 

ent a PYRAHEEL when filling your orders. It’s available in the latest 

ering 


styles. For additional information write to E. I. du Pont de 
= Nemours & Company (Inc.), Plastics Dep’t., Arlington, N. J. 
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How Hahn Shoe Stores Plan Their Windows 


[CONTINUED FROM PAGE 21] 


was tan in color, made of veal skin, had 
strength and durability, was rugged and 
tough and suited for bad weather. After 
naming the shoe, the logical angle was 
the Western idea. The cowboy was 
selected as the point of dramatization. 

The window was constructed from 
simple materials. The figure of the cow- 
boy was cut from 1-in. insulation board, 
carved and painted with poster color. 
The chaps were cut from a real skin 
of the same leather from which the 
shoes were made. The floor was covered 
with a grass carpet. Cut-outs carried 
captions telling the features of the 
shoes, each announcement board being 
surrounded by rope. 

The “rawhide” window was set up in 
the men’s specialty store on 14th and 
G Street, N. W. 

The window showing children’s shoes, 
which was used at the main store on 
7th Street, N. W., also grew out of a 
“name.” Here the United States Rub- 
ber Company’s Keds and Kedettes were 
the shoes to be displayed. Mr. Wardrip 
used the word “United States” as his 
central idea. In keeping with the theme 
he drew a large map of the United 
States with a national flag projecting 
above. A broad caption banner carried 
the name of the shoes. Cut-outs of 
children at play gave the dramatic 
motivation effect, while a simple ele- 
vated board served for effective dis- 
play. 

Insulation board was used for the 
figures of the children. Panelling was 
used for the display boards. Poster 
board was used for the flag and map 
designs, and for the captions. The 
effectiveness of the window came pri- 
marily from the challenging silhouette 
arrangement. 

The most dramatic window designed 
by Mr. Wardrip this year was created 
from a visual point of view. No spe- 
cific make of shoes was to be shown, 
rather, a general display of women’s 
sport shoes meeded a setting. The win- 
dow was to be set in the Connecticut 
. Avenue store which is located in one of 
the very fine residential sections of the 
city. Something dramatic, theatrical, 
and “eye catching” was called for, and 
the artist responded with a delightful, 
whimsical outdoor window. 

Dogwood Time would be a good name 
for this window, since a spray of pink 
dogwood reached down from the top of 
the window, toward the wooden log, 
toadstools and caterpillar on the ground 
below. 

Every portion of the window was 
made at the Hahn’s workship except 
the dogwood blossoms. Papier miaché 
over strips of wood and screen wire 
made the tree trunk skeleton, which 
was covered with real white birch bark, 
that was sprayed with brown and tan 
poster paint to get the color effect 
which predominated throughout the en- 


tire window. Papier maché over screen 
wire and a wooden base fashioned the 
toadstools. The body of the butterfly 
was made of balsa wood. The wings 
were of card board, all sprayed with 
poster paint for the colors desired. The 
caterpillar also was cut from balsa 
wood and sprayed. A real dogwood 
limb was used and onto it were tied the 
manufactured blossoms. 

Work went on for this window about 
two weeks, with actual time spent on 
it being a little over a full day for four 
craftsmen. Between times of the dry- 
ing of the window, they worked on 
other things. 

This “Dogwood Time” window 
brought a special honor to Mr. Ward- 
rip, who, as a result of it, was invited 
by the Washington Ballet to design 
sets for this year’s programs. 

Lee Wardrip, who has been display 
manager for Hahn’s chain of stores for 
three years, has had 12 years of dis- 
play work. Formerly he was field 
superintendent of displays and equip- 
ment for Montgomery Ward and Com- 
pany, with headquarters in Kansas 
City; and came to Washington from 
Greenburg Bros., where he was display 
manager. He studied art and advertis- 
ing at Wichita University. 


Recovers from Illness 


Littte Rock, ARK.—Edward Camp- 
bell, one of the oldest employees in 
length of service at Kempner’s shoe 
store, here, has recovered from his re- 
cent illness and is again serving his 
long list of customers. 


Stormy Days Will Come Again 
[CONTINUED FROM PAGE 19] 


can have variety in your displays, and 
keep them new and interesting for 
months at a time. 

Window displays can be planned so 
that they may be installed easily and 
quickly, by using panels or settings 
that can be moved in and assembled, or 
parts that can be put in place on the 
regular background with a small nai! 
or two. Such a setting is made of two 
compo-board clouds, in storm grey, a 
rainbow cut-out and painted in the 
colors of the new galoshes, and sheets 
of card in the same colors to place on 
the “stair” fixture or whatever you use 
to display the rubbers. Another sug- 
gestion is to have a lot of sayings such 
as “Rainy days are here again,” “Let 
it rain, let it pour,” “How dry I am,” 
“It ain’t (7) gonna rain no more,” 
“And the rains came,” and so on, 
lettered on vari-colored strips of card- 
board or heavy paper ready to fasten 
in an irregular grouping on the back- 
ground. Whatever you do, remember, 
“Promotion promotes profits, in rubber 
goods as in any other line you carry.” 


Crittenden Makes 
Personnel Changes 


MiaMI, FLA.—Changes in the person- 
nel of the Crittenden Bootery, operating 
leased departments in a number of 
stores throughout Florida and the 
South, include the following: O. C. 
Miller transferred from manager of 
better shoes in Burdine’s to Maas 
Brothers, Tampa; J. Scarborough, man- 
ager of Hatch’s, West Palm Beach; E. 
A. McEachen, manager men’s shoe de- 
partment, Burdine’s. 





New Type Lighting in Women’s Department 


Dallas, Texas—Titche-Goettinger Company remodeled its shoe depart 





ment re 


cently. The new women’s shoe salon is in soft coloring and is lighted indirectly 
with fluorescent tubes, first introduced at the New York World’s Fair. There is 


separate section for boudoir slippers and an 
and Geor, 


be selected. 


accessory bar where matching bags 
Potashnick is buyer for ladies’ and 
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NOTICE TO OUR CUSTOMERS! 


In anticipation of the rising materials market, in some cases unwarranted, we 
have tried to anticipate our customers’ re-order requirements until Christmas. 


Until inventories bought at pre-war figures are exhausted, our prices will 


remain fixed. 


We oppose the opportunity of profiteering made possible through the tragedy 
of others. 


Signed, WILLIAM H. JOYCE, JR., President. 


jeyce... 


611 MARBRIDGE BLDG., 55 NORTH VERNON 
NEW YORK PASADENA, CALIF. 

















Major W. W. Murphy 


NasHua, N. H.—Men prominent in 
the shoe industry and public affairs 
from all over New England joined in 
paying final tribute to Major Walter 
Wyman Murphy at funeral services, 
here, Sept. 5. Major Murphy, who died 
of automobile accident injuries, was the 
eldest son of Gov. Francis P. Murphy 
and an executive of the J. F. McElwain 
Shoe Co. of Manchester and Nashua, of 
which the Governor is head. 

More than 1200 persons attended the 
funeral mass in St. Patrick’s Church, 
here, while hundreds more stood out- 
side the church. The body was taken to 
the family tomb in St. Patrick’s Ceme- 
tery in Newport, native town of the 
deceased. 


All McElwain plants were closed in 
Manchester and Nashua during the 
funeral, 6000 employees being dismissed 
for the period, and the New Idea Shoe 
Trimming Co. in Manchester was also 
closed out of respect. The McElwain 
Shops were represented at the funeral 
‘by a delegation of 100, headed by J. 
Franklin McElwain, president of the 
A large group from the Melville 
k Corp., headed by Ward Melville, 
t, also attended. 
_ Prominent public officials present 
uded United States Senators Styles 
id, of New Hampshire and David 
¢ Walsh 4 go ager ee chet “The finest piece of calf I’ve seen in years.” 
and Mayor Maurice J. Tobin of Boston. Submitted by Sol Williams, 52 N. Sth Street, Reading, Pa. 





—_<— “<s-se™ 


Slippers 





Salesmen: A few desirable territories open. 
SUN SHOE MFG. CO. 
617 N. Aberdeen St., Chicago 











Carton Labels 


weWj 4m 


TOLMAN- DAVIDSON 
—~A\DVERTISING PRESS 


Job Lots 





BEAT COMPETITION 
WITH HIGH QUALITY 
JOB LOTS 
All sizes, leathers, types 
NATIONALLY KNOWN 
Women's Shoes 
For regular as well as can- 


cellation and outlet stores. 
Investigate! Ne obligation. 


BARIS SHOE CO.., Inc. 
Dept. R-9 79 Reade St. New York 

















Open New Men’s Shop 
Fort WayYnz, Inp.— Wolf & Dessauer 
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NEW... 
Baby Siapers 


Retailers Talk of 
Price Problems 
[CONTINUED FROM PAGE 26] 


information and thus is in a position to 
advise his dealers how to meet emer- 
gencies as they develop. 

Mr. Barry’s talk on managerial and 
financial problems dealt in a somewhat 
technical way with retail shoe account- 
ing and how shoe retailers and bankers 
can cooperate to mutual advantage. He 
listed the following as essentials of suc- 





The following officers were 
elected for the coming year: 

President, Ernest R. Park, Rochester. 

First vice-president, John A. Beau- 
mont, Albany. 

Second vice-president, Fred J. Goetz, 
Amsterdam. 


Third vice-president, Paul V. Herron, 
Ithaca. 


Fourth vice-president, Lee E. Cum- 
mings, Buffalo. 

Chairman of the Board, John Slater, 
New York. 

Chaplain, William Pidgeon, Ro- 
chester 


Treasurer, Charles E. Knox, Batavia. 


Secretary, Harry A. Chase, Rochester. 


New directors include Robert F. 
Dacey of Watertown, Neil P. Kennelly 
of Ithaca, Michael Santercola of Buf- 
falo and Maro M. Read of Elmira. 





cessful retail operation: 1. A proper 
accounting procedure; 2. A satisfactory 
relationship between owner’s equity 
and debts; 3. A reasonable investment 
in fixed assets; 4. A satisfactory turn- 
over of inventories; 5. A proper gross 
profit maintained after all mark- 
downs; 6. A management that is fore- 
sighted and alert. 

At the convention banquet Monday 
evening, President Gardner called upon 
William Pidgeon of Rochester to act 
as toastmaster, and Mr. Pidgeon pre- 
sented John Slater of New York, who 
gave a brief address of welcome to the 
assemblage, which included manufac- 
turers and their representatives, mem- 
bers of the allied trade and retail shoe 
salespeople from Rochester and sur- 
rounding towns, as well as the retail 
shoe merchants. 

M. A. Mittelman, former president 
of the National Shoe Retailers Associa- 
tion, gave an address in which he 
described the work of the national as- 
sociation and referred particularly to 
the service rendered through its affilia- 
tion with the American Retail Federa- 
tion. Mr. Mittelman is one of the 
N.S.R.A. representatives on the Fed- 
eration board. 

The principal speaker of the evening 
was Frank E. Gannett, president of 
Gannett Newspapers, Inc., whose ad- 
dress on “America and World Affairs” 











IDEAL FOR CHRISTMAS 
SELLING - - - 


Here is a new line of dainty slip- 

rs, of quilted velvet or finest felt, 
n a variety of colors, which retail 
from $1.00 to $1.75. They have the 
Intermediate sole, and are made in 
3-8 sizes and carried In-Stock. With 
many baby shoes purchased for 

fts, we predict a strong demand 
or these new slippers during the 
coming gift season. Shown is No. 
1239 in Pink, Blue, Red, Royal Blue 
and Tan Quilted Velvet with shirred 
ribbon on vamp, fur quarter and 
ornament. Order amply—and early 


MRS. DAY'S 
IDEAL BABY SHOE Co. 
DANVERS, MASS. 
SSemmicmmmnmmamnnscrcsar oneness 


was broadcast over Station WSAY and 
an extensive hook-up. 

Mr. Gannett emphasized the gravity 
of the present world crisis and stressed 
the necessity of using every means t 
keep the United States out of the 
European war. He expressed the be- 
lief, based on his personal observations 
and contacts in Europe, that the war 
will be a long and ghastly conflict, with 
odds favoring Great Britain, France 
and Poland to win the ultimate victory 

Should the United States become in- 
volved, Mr. Gannett feared that war- 
time necessity would result in drastic 
limitations of constitutional liberty, 
with the result that much of the free- 
dom now enjoyed by Americans under 
the Constitution, including the Ameri- 
can system of free enterprise, would 
eventually be lost forever. Mr. Gan- 
nett pleaded for a sane and sound solu- 
tion of the country’s economic ills and 
urged upon his hearers the necessity of 
keeping America out of the present 
conflict in order to preserve American 
democracy and constitutional libert; 

At the convention session Tues:ay 
morning, Dr. Henry B. Crawford, or- 
thopedic surgeon, spoke briefly, the re- 
mainder of the meeting being given 
over to the transaction of association 
business. An informal vote favored 
changing the convention dates from 
September to June, and making Syra- 
cuse, as the most central large cit) in 
the state, the permanent conven ion 
city. The Executive Committee will 
make the final decision on these mate's. 
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WHERE 
TO 
BUY 


or Serer . 


Ballet Slippers 


BALLET SLIPPERS 
KE $125 


|__-senason snd Witeer, Paitadsiphis SHOE MFG. 
and |__-aunnsen and Riteer, Paitadeiphts 














St. Louis Jobs 





@ The largest selec- 
tion of cancellations, 
j and samples from 
the better | t. Louis 
factories — (men’s, 
women’s, children’s). 
such All top-notch values 
and styles that will 
enable you to make 


values 
LONG PROFITS 


Ask the St. Louis Factories 
“While in town see Weil” 


M. K. WEIL SHOE CO. 
1326 Washington Ave. St. Louis, Me. 


We 
mean 
a 
never 


before 
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Soles and Heels 





WAPAKONETA, OHIO, U.S.A. 

















Mel-Wood Shop Closed 


ToLzepo, OHI0O—Mrs. Melva Wood, 
who has operated the “Mel-Wood” shop 
in Hotel Commodore Perry for the past 
several years, is selling out her com- 
plete stock of shoes and other women’s 
apparel and is going out of business. 

Mrs. Wood is well known in Toledo, 

having been connected with Lauber’s 
Shoe Salon for many years before open- 
ing her own shop. In order to assure 
more perfect fitting shoes for her cus- 
tomers, Mrs. Wood made casts of in- 
dividual feet which she sent to her 
‘manufacturer over which to have lasts 
“made, then shoes were made to order 
over these lasts. 


. 


“Big City” Windows 
At Low Cost 


LARAMIE, Wyo.—Any small indepen- 
dent shoe dealer who is handicapped in 
advertising by lack of capital can take 
a valuable tip from the highly effective 
“home-made” advertising facilities of 
Royer and De Hart, generally recog- 
nized as this town’s most successful 
shoe merchants. 

Finding it impossible in a town of 
this size to justify the expense of elab- 
orate window and ledge trims, C. E. 
De Hart, partner in the company, de- 
cided to install his own display depart- 
ment. With an equipment and supply 
investment of less than $50 he has 
created a shop in which he can make 
any type of sign and display material 
at a small fraction of commercial cost. 

The savings permitted may be esti- 
mated from a couple of specific ex- 
amples. Two very elaborate seasonable 
windows which would have cost a min- 
imum of $50 were built for $8. A pair 
of ledge trims which would have had 
a commercial value of at least $20 were 
installed for only $1.50. 

“Most of the cost of display work is 
in labor,” Mr. De Hart explains. “Ma- 
terial cost is very small. Thus the shoe 
man who can train himself in sign 
painting and display building and do 
the work in his spare time is in a posi- 
tion to get the benefits of ‘big-time’ 
display material at a cost well within 
reach of any small merchant.” 

Located right in the store’s back 
room, the Royer and De Hart display 
shop is so situated that work can be 
done in spare time throughout the day. 

The most expensive single piece of 
equipment in the shop is a smal] mag- 
net saw which was bought second-hand 
for only $5. With it De Hart can cut 
any sign or display prop he needs from 
wallboard. Most of the rest of the $50 
investment is in a few small tools, in- 
cluding a spray gun, and in paints and 
board. 

By reducing display costs to the pres- 
ent low level, the Laramie store is able 
to change window and ledge trims sev- 
eral times each season and thus make 
the store the most conspicuous in Lara- 
mie from a display and style stand- 
point. 

But, you ask, how does a man learn 
the technique of display and sign work? 
De Hart got his display technique by 
going to school. When he first recog- 
nized the value of this ability he went 
to art school at night for more than a 
year, learning lettering, composition 
and general display technique. 

The display department idea worked 
out so well that De Hart decided he 
could carry out the same principle in 
mail advertising. Buying a low-priced 
duplicator, he has been able to turn out 
postcard mailings at virtually no cost 
other than that of the cards. 

Cartoon-type illustrations make these 
mailings unusually effective. For ex- 
ample, one recent card carried a line 
drawing of one man boring into an- 
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HOW TO MAKE 


Greater Profits 


RIDING BOOTS 


O'Donnell now offers a 
comprehensive plan for a 
store to (1) Build Prestige, (2) 

Increase BOTH 
sales and profits 
s—\ on riding boots— 
== \ at a MINIMUM of 
ea investment in 


stock. 
WRITE FOR THIS PLAN 


Experience of others, 
our own experience, 
careful analysis of con- 
sumer needs, have been 
combined to offer you 
something out of the or- 

dinary — for 
on extraor- 
dinary line of 
boots. Ask 
for details. 











Ladies’ and Men's 
Dress Riding Boots 
Complete stock selec- 
tion in all popular 
price ranges. 


Ever popular Jodh- 
pur Boots in 
Stock Complete 
range of sizes and 
widths for men 
and women. 


O’DONNELL 


SHOE COMPANY 
Humboldt, Tenn. 

















others’ head with a gimlet. The cap- 
tion read: “What we’re trying to get 
into your head is that ”" The mes- 
sage went one with a brief story about 
styles. Every mailing is equally clever. 

Ingenuity has paid high dividends 
for Royer and De Hart. 


Opens in New Location 


DAVENPORT, lowa—G. R. Kinney Co., 
Inc., which has operated a store, here, 
for more than 20 years, has reopened in 
a new location at 120 West Second 
Street, after a temporary suspension of 
business because its former building 
was razed in connection with a con- 
struction program. The new store, 
managed by T. H. Watt, has a striking 
front of red structural glass. 





TO 
BUY 


Women's Shoes 


The patented Throat Opera 
IN-STOCK - ALL LEATHERS 


- SAKS SHOE CORP. 
wane St. New York City 
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Work Shoes 


oor emer 





STEEL TOE 
SAFETY SHOES 
and 
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Named Butler Jacksonville 
Manager 


JACKSONVILLE, Fta.—S. F. Edelstein 
has been appointed manager of Butler’s 
Boot Shop, Inc. Mr. Edelstein has been 
connected with the Butler organization 
for the past seven years, and was trans- 
ferred to Jacksonville from the Tampa 
store. 
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Schell Named Sears’ 
Shoe Supervisor 


Cuicaco, Itt.—F. J. Schell has been 
recently appointed supervisor of the 
shoe departments of Sears, Roebuck 
and Co., according to T. V. Houser, 
Sears’ merchandising vice-president. He 
replaces L. A. Bilger, who died last 
June. 


F. J. SCHELL 


Mr. Schell will be in charge of the 
buying and all other merchandising ac- 
tivities of the company’s shoe depart- 
ments, including both the mail order 
and retail organizations. He was born 
in Chicago and went to school in that 
city and has been in the retail business 
all his life. From 1923 to 1928 he was 
manager of the shoe department of the 
M. W. Savage company of Minneapolis. 
In 1928 he became the general mer- 
chandise manager for this firm. 

He became associated with Sears in 
1933 as a member of the staff of the 
General Merchandise Manager. In 1937 
he was transferred to the Minneapolis 
control store as merchandise superin- 
tendent. He returned to Chicago re- 
cently to become assistant supervisor 
of the shoe departments, a position he 
held until Mr. Bilger’s death. 


Observes 60th Anniversary 


RUSHVILLE, ILL.—Owen Jackson & 
Company recently observed their 60th 
anniversary by holding open house for 
customers and friends. The business 
was founded by Owen and Luther Jack- 
son on Sept. 13, 1879, to give people in 
this territory a store where they could 
be assured of fair and honest service, 
and where they could get full value for 
what they spent. 

Luther Jackson lived only long 
enough to spend five years in the store; 
Owen Jackson continued in active busi- 
ness until his death in 1912. At the 
present time the store is under the 


9 
id 


IN STOLK PRE WELTS 


superior qualities goes a profit 
margin merchants like. Write the 
office nearest you. We're pretty 


certain you'll like the Elam way 
of doing business. 


>... ELAM SHOE CO. 








leadership of V. S. Jackson, who has 

been associated with it since 1899. 
Gifts were presented to all who at- 

tended the anniversary celebration. 


What’s New 


Salesmen’s Shoe Portfolio 


When a salesman finds it is difficult 
to separate a buyer from his desk so, 
that the line can be given complete in- 
spection at the nearby hotel, the next 
best thing for him to do is to bring the 
line to the buyer. 

Well, in this modern day of rules and 
regulations in stores, you just can’t 
drive up to the shop and haul the trunk 
through the front door, with the store 
full of customers. 

So, the Winship Company of Utica, 
New York, famous shoe trunk house for 
several generations of special service 
to the shoe trade, have gone to work 
and designed a zipper portfolio which 
half resembles an ambassador’s port- 
folio or an overnight bag but within it 
sixteen samples can be racked. 

The silk cover rack is one of the in- 
ventions of Mr. Mayer who represents 
an Ohio line of shoes. He first designed 
the trunk and now the portfolio out of 
his experience of shoe selling. 

The new zipper portfolio weighs three 
pounds and its size is 22 x 13. 
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ERMINE BUCK 


Our New A reetic - White, Furry - Soft 
Doeskin for Flesort and Sparing Shoes 


Rich uniform nap, mellow feel, even whiteness 


Adaptable to all types of white shoes, classic 
and novelty 


Elasticizes exceptionally well for fitted shoes 
Sturdy enough to withstand factory handling 


Holds its original nap through all construction 
processes. 








See? RID DI 
ED KID COMB 


eet, Boston 
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SALESMEN WANTED 


BUSINESS OPPORTUNITY 








WANTED TO PURCHASE 














WANTED 


SALESMEN to carry 
our In-Stock line of 
Pumps, as a side line, 
with Wagner Feature to 
retail at $3.95. Reply to 























MEN'S SHOE DEPARTMENT FOR SALE 
Located in a high-grade clothing store in a 
large Mid-Western City; doing a fine business 
on men’s better made, better priced shoes. 
Here’s an excellent buy for an alert shoe 
merchant. Write me at 


Bex 416, BOOT AND SHOE RECORDER, 
209 South State Street, Chicago, Ii. 











| n> SALE—Leased shoe department in wo- 
men’s a store in Houghton, Michigan ; 





a a nme hee ~ Palm 

75% location 30 x 100 ex- 
clusive enjoyed reputa- 
tion for 9 rs. Have a reasonable rental and 
es se. Will take $1500.00 cash- for 

. Or will quote a figure on 
fixtures, lease, all of the oc ue< 
stock as Address $415, care & 
Shoe , 239 West 39th Street, New 


Desire 
Partner or Tenant for ladies 
sample shoes; retail. 

Location 
607 8th Avenue, Cor. 


New York City. 
CHickering 4-7254 


39th Street, 




















LINE WANTED 





§ 


SERRE pie, crotenes Would like 
Foe connections lower and 
priced line of toft and hard sole slipers Have 

established trade and good folowing. Address 
gees. gave. Bens S Sige Resarder, 200 South 


if 




















WANTED TO PURCHASE 








Buyers of Surplus Stocks 
wat? will surplus or catine sash stocks of shees 
QUA fy'no oslecT™ OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5877 and 5878 














SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE A gg! Inc. 
79-81 READE STREET, NEW w. Y. 
Telephone WORTH 2-5180-518! 











3117 So. isi Ave., Milwaukee, 





Write Leyare’s Bargain House, 372 
Street, Watertown, New York. 





WE > used fitting machines 
quedions of Fm Fogg Triple “A X-Ray Co. 






OB LOTS men’s shoes, ali kinds, at a pee. 











WE BUY 
Entire or & Wholesale and Retail 
Stocks. Also Bramded Shees such as 


Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, ity, Boe- 
tonians, Stetson, Red Cross, Nunn-Bush, Ftc 
IRVIN BUBIN 
“The House é sae, 
88 Reade St., Cor. Chu 
Phone Barclay 17-7887 New Yo City 






























Lamson Department 
Remodeled 


ToLepo, OH10—The shoe department 


of Lamson’s, located on the third floor, 


has been completely remodeled and re- 


decorated along with the rest of the 


floor. Beautiful imported woods, com- 
bined with colorful furniture makes the 
department outstanding in Toledo. The 
shoe department is located in the first 
section of the three divisions made on 
the floor. The millinery department 
shares this front section with the shoes 

New methods of display are used by 
showing shoes in small enclosures in the 
walls; these niches are indirectly lighted 
and show the shoes to great advantage 
The department is about one-third 
larger than it was previously. 








The rate for “Position and Lines 





charge, 75 cents. For all other classified 


CLASSIFIED ADVERTISING RATES 


Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
advertisements the rate is 7 cents per word. Minimum charge, $1.25. 


desired twelve words should be added for the address. In all other cases each word of the 


classified advertisements is $5.00 an inch with a maximum of 46 words. 
is payable in edvance. 
or this page must be in our New York office on Friday of the week preceding publication “W® 
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Early Slipper Promotion 
Brings Sellout 


St. Louis, Mo.—Not waiting for the 
cold weather to set in and knock-about 
shoes to be discarded for slippers for 
about-the-house wear, W. B. Jackson, 
shoe buyer for Famous-Barr’s second 
floor men shoe department, here, topped 
off heavy shoe selling during August 
with an advertising and _ staff-pro- 
moted blast on 300 pairs of men’s 


house slippers priced at $2.19. The slip-~ 


pers were of select kidskin uppers, hav- 
ing flexible leather soles and the added 
feature of full leather lining. Major 
action fell in the brown color, although 
movement was not at all spotty in the 
wine, blue and black. 

Jackson reported that his department 
showed a nice return in sales from 
phone calls, since the store promotion 
of the slippers pointed out that trouble 
for the customer could be saved by 
phoning in orders for the slippers. 

Jackson’s department has always 
been known for “keeping ahead” in foot- 
wear movement and he expects to fol- 
low through with quick-stepping sales 
on slippers until Christmas when he 
will probably devote the entire depart- 
ment to a complete display of men’s 
slippers, to call for and get the gift- 
buying trade. 

More special attention to slippers for 
boys of school age will also be given 
attention this year because of the value 
of this market. Typical selling story to 
this market might well bring out the 
fact that students preparing to do their 
“homework” in the evenings might re- 
move their shoes to give them a chance 
to “rest” and “dry out” for the next 
day’s wearing and at the same time 
“ease up” on the student’s feet with a 
pair of comfortable slippers. 


Installs New Bag Department 


ToLEDO, OHIO—A new handbag de- 
partment has been added to The Nisley 
Shoe Co., here, Art Bauman, manager, 
has announced. This is a result of a 
demand for bags to be definitely related 
to shoes in leathers, shapes and colors. 





Fall Business Brisk in Chicago 

Cuicaco, Itt.—Although opening up 
a bit later than in previous years, Chi- 
cago Fall shoe business is now continu- 
ing at a fairly brisk pace. The Satur- 
day prior to Labor Day was for most 
of the downtown retailers the best 
single day in the current Fall selling 
season. War news, they report, had a 
definite effect on business and kept 
sales somewhat below those of a year 
ago, with an indication that caution in 
buying will continue for several weeks. 

None of the retailers appear pessi- 
mistic, however, pointing out that sales 
that are made are heaviest in the mod- 
erate and upper price brackets. Black 
suede still continues to lead the sales 
by about 80 per cent. Brown sales run 
from 10 to 15 per cent of the total, 
with the larger number of sales being 
made in the salon and shop-type outlets. 
The rest of the sales are fairly well 
distributed between wine, blue and 
green, with the latter the leader in 
the very high-styled shops. Interest in 
elasticized shoes of all types seems to 
be increasing with reports that cus- 
tomers are now coming in and asking 
for this type of shoe. Alligator, par- 
ticularly in brown, is selling much bet- 
ter than in several past seasons. Salon- 
type shoes are also doing well with 
black satin and report a slight although 
rising interest in grey, particularly in 
alligator and in spat combinations. The 
spat shoes continue to be one of the 
most popular style leaders. 

There is also a very definite trend 
toward lower heels, with more flat heels 
and extremely low versions sold than 
at any other time. Retailers who are 
doing the best business on this type of 
shoe report that they are better stocked 
for this demand than ever before and 
believe that they have something 
women have been looking for for some 
time. Lasts also are important in the 
Fall picture with retailers finding an 
excellent response to the new wall lasts. 
They report a ready acceptance of the 
rounded- and square-toe shoes, par- 
ticularly from women who have been 
wearing open toes so continuously for 
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TITAY IE 
5 be-Sheing Varies 


ts, Alter Shoes to Fit 
" Abnormal Feet 





the past year. Several are of the opin 
ion that shoes of this type will become 
as important in the style pictures as 
the open toes have been. 


Fisher Opens New Shop 


Asia, Iowa—J. Louis Fisher, for- 
merly of Corning, Iowa, has leased a 
building on the south side of the square 
and opened Fisher’s Shoe Store. He 
has had considerable experience in the 
shoe business. 


McCutcheon Sells Store 


MAUMEE, OnI0O—After 45 years in 
the shoe and dry goods business, here, 
J. E. McCutcheon has sold his store to 
Harry H. Southard and Carter D. 
Boehn, Toledo. 

Mr. Southard founded a store in To- 
ledo 33 years ago, and in 1929, his son- 
in-law, Mr. Boehn, took over the man- 
agement of the store with the exception 
of the shoe department which Mr. 
Southard continued to manage. 

The new owners plan a complete 
change in the decorations from the 
awnings and windows outside to the 
fixtures inside. As in the Toledo store, 
Mr. Southard will manage the shoe de- 
partment. 





Personalized Service. 





BOOT AND SHOE RECORDER 


is a vital text-book on shoe fitting, shoe displays, 
shoe merchandising, conscious always of your, and 
your assistants’ importance in performing a person- 
alized service at the Fitting Stool, the Point-of-Sale. 
No matter how good the shoe, it must have this 
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U.P.D. Works Brings 
Out New Paris Colors 


New York—In a Color Flare, just 
released, United Piece Dye Works lists 
the following colors from the Paris 
openings which have been dyed at their 
works and are now being featured by 
leading American fabric manufacturers. 
This service of bringing authentic Paris 
colors to American fabric houses be- 
longs exclusively to United Piece Dye 
Works by special arrangement with 
Paiis dressmaking establishments. The 
following are the colors featured by 
each fabric house. Ten or twelve other 
colors are also being used by each. 

Molyneux’ “Knock-Out Blue” (a vivid 
medium blue) from Stunzi Sons Silk 
Co., Inc.; Schiaparelli’s “Thick Mist” (a 
warm steel blue) from Mallinson Fab- 
rics Corporation; Lelongs’ “Tulipe 
Noire” (one of the new off-blacks with 
a blue grape undertone) from Hess, 
Goldsmith & Co., Inc.; Marcelle Dor- 
moy’s “Gainsborough” (an aqua green) 
from Duplan Silk Corporation;; Mar- 
celle Dormoy’s “Etrusque” (a copper) 
from Belding Heminway Corticelli Co.; 
Chanel’s No. 7 (a rosy wine shade from 
her “Dahlia” group) from Wm. Cohen 
Fabrics Corporation. 

As a reminder that these colors had 
been flown direct from the Paris open- 
ings to United Piece Dye Works by 
Atlantic Clipper plane, United staged 
a lucky number drawing at their recent 
fashion showing of these colors. The 
winners of the draw and a number of 
invited guests were taken in a TWA 
giant plane on a night flight over Man- 
hattan and the “World of To-Morrow” 
as the guests of United—Mr. Silliman 
acting as host. 


Hamilton-Brown Plant 


Ordered Sold 


Sr. Louts, Mo.—The Sunlight plant 
of the Hamilton-Brown Shoe Company, 
said to be the largest shoe factory under 
one roof in the countiy, was ordered 
sold by Referee in Bankruptcy Elmer 
E. Pearcy on application of William 
H. Killoren, trustee for the bankrupt 
shoe concern. 

Killoren also was authorized to offer 
for sale lasts, dies, sole leathers, shoe 
findings and machinery which have an 
estimated value of more than $100,000. 

No value was placed on the factory, 
at Eighth and Marion Streets, which 
was reopened last November after hav- 
ing been idle for more than nine years. 
The plant was closed April 17, as were 
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BOOTS AND SHOES 


BARIS SHOE COMPANY, New York City 

BROOKS SHOE MFG. CO., Philadelphia, Pa. 

BLAM, F. 5S. SHOE CO, Redhester, N. ¥. 2.2... ccccccccccccccccccccccccccss 
FLORSHEIM SHOE CO., Chicago, Ill. 

GILBERT SHOE CO., THE, Thiensville, Wis. 

GOODWILL SHOE CO., Holliston, Mass. 

GREEN SHOE MFG. CO., Boston, Mass. ...............-.ceccececcces Back Cover 
HOOD RUBBER CO., INC., Watertown, Mass. 

JOYCE, INC., Pasadena, Cal. 

MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind. ........... 
MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass. 

MUSEBECK SHOE CO., Danville, Ml. 
NUNN-BUSH SHOE CO., Milwaukee, Wis. 
O'DONNELL SHOE CO., Humboldt, Tenn. 
OWENS SHOE CO., Salem, Mass. 

SAKS, M. J., SHOE CORP., New York City 
SELBY SHOE COMPANY, Portsmouth, 0. 
SUN SHOE MFG. CO., Chicago, Il. 
WEIL, M. K., SHOE CO., St. Louis, Mo. 


iii nein ekak a tee etn Bie ae dicaraks 3rd Cover 
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LEATHER AND OTHER MATERIALS 


ALLIED KID CO., Boston, New York, Philadelphia 

FIRESTONE RUBBER & LATEX PRODUCTS CO., Fall River, Mass. 
HUBSCHMAN, E., & SONS, INC., Philadelphia, Pa. ................... 2nd Cover 
KISTLER LEATHER CO., Boston, Mass. 

SETON LEATHER CO., Newark, N. J. 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


COMPO SHOE MACHINERY CORP., Boston, Mass. 

DU PONT, E. Il, DE NEMOURS & CO., INC., Arlington, N. J 

GOODYEAR TIRE & RUBBER CO., Akron, O 

LITHOX CORP., THE, Wapakoneta, O. 

MEARS, F. W., HEEL CO., Boston, Mass. .........-.. 6.66 -sesceeeeeeeeeeceees 
UNITED LAST COMPANY, Brockton, Mass 

UNITED SHOE MACHINERY CORP., Boston, Mass. 


STORE EQUIPMENT AND FINDINGS 


GRAND RAPIDS STORE EQUIPMENT CO., Grand Rapids, Mich. 


ES SR re Pree rere) Serer er ee eri Pee eee eee 
MOHAWK CARPET MILLS, New York City 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 

DUNDE SHOE RE-SHAPING DEVICES, Hollis, Long Island, N. Y. ........-.-. 
IRVIN RUBIN, New York City 

KIRSCH-BLACHER CO., INC. New York City 

POLACHEK, Z. H. New York City 

TOLMAN-DAVIDSON ADVERTISING PRESS, INC. Boston, Mass. 
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